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Abstract 
Retailers are the most powerful actors of the distribution channels with proximity to consumers and potential to create market. 
Retail store site selection is a strategic decision, both in terms of customer satisfaction and profitability of the company to changing 
market conditions and intense competition. Retail site selection decision is a long-term investment. Long-term investment decisions 
are difficult and costly to change. Retail store site selection is a process that must be followed carefully in order to pass ahead of the 
competition. In this process, election-related data collection and scientific analysis, and decisions must be made in the light of these 
data. Therefore, in the process of taking decisions managers use scientific methods to provide significant benefits in decision 
making. Administrators must also consider the combination of several criteria in the selection of retail store location. This problem 
is complex and has multi-criteria decision-making structure. Such a decision can be modelled analytically. 
In this study, selection of retail store concept in the literature has been identified, the studies that has been dealt with the problem of 
the selection of retail store, were examined. A retail store location selection criteria was defined. Selection model was established 
decide to use both qualitative and quantitative approach. The goal is to choose the most appropriate location of retail stores in real 
business life. 
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1. Introduction  
Distribution channels have the prime importance for marketing management in providing the facilities for the products 
being available in required time, required place and suitable amount ( .  
Right location selection is one of the strategic decisions that carries importance for the success of the managements.  
Selection of  location problem for all kind of organizations could be assessed in a wide range of issues with regard to 
the following critical aspects; plant location selection, store and warehouse location selection, shopping centre location 
selection, retail site location selection and healthcare centre and hospital location selection that have the similar 
problems (Hernandez 2007). 
Retail site location selection has the vital importance with regard to the success of managements.  Location of retail 
store is one of the most important variable factors affecting the profitability and sales performance of the management.  
In this regard, it is quite important to be ultimately careful in selecting the retail site location and to reach critical 
decisions with comparative assessments by taking into account of the size of the management and nature of the sector 
and to consider the whole alternatives that might be affecting the selection result as economic and technical factors.  
Although it is relevant to the distribution channels and marketing strategy to reach the product to the consumer in a 
fairly short time, the selection of retail store site location has also prime importance in essence. Due to its vital 
importance, the decisions of retail site location selection have to be made by taking into account the several 
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alternatives and various factors and making comparative wide assessments and deep analysis accordingly (Timor 
2005).   
are being taken as a result by utilization of all kind of advanced scientific research and analysis methods. It is rather 
true that necessary care is not being given for that kind of assessments and analysis with relevant implementations in 
this issue in Turkey. Unfortunately it is mostly evident that any supermarket or hypermarket could be constructed in 
 
 
 
 
Table1 Retail Store Site Location Selection Criteria 
 
Researcher and Year of 
Research Main Criteria Sub-criteria 
 
(2008) 
Distance 
Distance to Buffets 
Distance to Restaurants 
Due to Tender Opportunities Distance to Military Units 
Distance to Other Stores that Purchases Bakery Products 
Traffic Jam Parking Place Facilities 
Vehicles Traffic Density 
Existence of  Alternative Roads 
Plant Features 
Square Area (m2) 
Formation 
Distance to Main Road 
Price 
Demand Potential High Level Demand 
Medium Level Demand 
Low Level Demand 
Close Environment 
 
Existence of  Competitors 
Ease of  Maintenance and Repair 
Energy Provisions 
Existance of  Companies that provide complemantary  goods 
Yang C.L., Chuang S.P., 
Huang R.H. and Tai 
C.C. 
(2008) 
Market Attraction 
Market Size  
Passenger Traffic 
Mass Transport 
Competition 
Safety  
Customer Features 
Numbers of Customers 
Density of Customers 
Income Level 
Purchasing Power 
Brand Loyalty 
Features for the Location 
Rentals  
Elasticity of  Rental Contract Period 
Store Size 
Personnel Recruitment 
Expected Income 
Visibility of  Store 
Accessability of  of  Store 
Synergy among  branches 
Tzeng, Teng, Chen and 
Opricovic 
(2002) 
Economic Factors Rentals  
Transport Cost  
Transportation  / Accessability Ease in Accessability in Mass transport 
Parking Facilities 
Passenger Traffic 
Competition Nos. of Competitors 
Stiffness  in Competition 
Trade Area Size of Trade Area  
Other Organizations Plant Density 
Tuncay Murat SERDAR 
(2008) 
Expected Trade Value  
Customer Purchasing Habits  
Customer Traffic  
Settlement with Comparison to Competitors  
Accessability  
Capital Investment Income  
Negative Area Factors for Retail Store Site 
Locations  
 
Accessability of Location   
Costing  
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2. Literature Study with Regard to the Selection of Retail Site Store Location.  
There have been several research works with the problem of  retail site store location selection , some of the research 
that has taken place in the literature , could be given as follows;  
selection of retail site store location of a company. Among the selection alternatives,  selection criteria for the most 
suitable store that are com
been developed and the relevant criteria has been rated with regard to calculated weights.  With that study, it was 
intended to provide guidance for the decision makers to select the most suitable store with the selected criteria and 
developed hierarchical line (  
In 2005 another study was completed on selection of site location by Timor and Sipahi , in that study the most critical 
factors have been assessed, alternatives  have been rated , degree of importance have been  calculated with AHP 
method and relevant analysis have been made for a fast food restaurant chain site location (Hernandez  2007).  
In 2006 in a study by Alpay, the retail store sites were listed; selection of retail site store location was studied.  In the 
context of retail site location selection, the relevant processes of country and area analysis, trade area analysis, location 
analysis have been investigated. The Analog method has been utilized to make a sales forecasting on a new retail 
store (Alpay 2006).   
In 2008, retail site loc
implementation on a bakery products store for retail site location selection was made with defining main selection 
criteria and sub-criteria as the result of interviews with the personnel in management level.  In that study, in 
compliance with the fuzzy analytic selection process, selection criteria have been defined and rated, and four 
alternative retail site locations have been compared with completing the process analysis and relevant importance level 
for each criterion (  2008).  
 the 
right prefere
that study, by utilization of snow-ball sampling method, relevant samples has been chosen  for the investigated street 
stores and shopping center stores within the geographical borders of Ankara City. Quantitative data that was collected 
by survey method has been analyzed by single direction variance analysis (ANOVA) and tested by t-Test.   As the 
result of the study, it was understood that the managers have given prime importance the following criteria; to provide 
wide parking places, children game grounds, cleaning, safety, proper HVAC in stores in both kind store location 
selection.  In addition to the above defined facts, it seems also equally important to have a basic corporational structure 
  
 
2.1.  Retail Store Site Location Selection Criteria 
In the relevant empirical and theoretical approaches, in retail store site location selection both the stages are taken into 
consideration and dealt with together. The selection of certain site location within the selected city or trade area are 
defined with the following main selection criteria (SERDAR 2008); there are typical selection criteria and factors for 
the selection of retail site location that are used by different researchers in Table 1:   
3. Implementation  
It has been attempted to present a scientific view with AHP method by comprising both subjective and objective 
components for the problem of Retail Store Site Location Selection. Within the scope of the implementation a 
been in operation in Konya province.  
and serving for the whole Turkey, with a capacity of daily 80.-tons milk production processing is a company of 
hygiene and quality focused by utilizing the most updated technology and machinery.  
The vision of company; 
 To convey the most fresh and naturally gifted milk and dairy products to the hand of customers with in the 
shortest available time and with original freshness. 
 In the footsteps of these objectives, to open retail site stores in most convenient locations for the customers 
and to raise customer satisfaction level, to reach customers with more effective distribution channels. 
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 To Review the Previous Research Studies on the 
Retail Store Site Location Selection 
To Define the Most Important Criteria for the 
Company for Retail DStore Site Location 
To Form the Research Model 
Making Dual Comparisons with Company 
Top Level Managers
To Define Factor  Weights with Expert 
Choice
Data Collection 
To Reach to Most Suitable Decision
3.1. The Scope and Objective of the Study 
The scope of the study consists of multi criteria decision making problem for selection of retail site store location. The 
importance of retail site store location selection has been mentioned in the earlier parts of this study and it has also 
been pointed out that of the vital importance of this selection for the successful operation of the company.  
The primary objective of the study in that regard; is to utilize the AHP technique for the most suitable retail site store 
location sel
defined and decided by the company top level managers in the light of the relevant scientific literature criteria and by 
this way to approach the most suitable result.    
Although the AHP technique that is utilized in the implementation in most cases, does not provide a decisive result, it 
may help to company managers up to great extent in deciding the most convenient retail site store location and 
selecting among the proposed defined alternatives in line with their own views and assessments and to provide them 
both a subjective and objective view point.  
mpanies should gain 
a competitive advantage against their competitors by eliminating the uncertainities in market conditions and market 
environment as much as possible. To realize those objectives, they have to back up their management decisions with 
relevant scientific methods. In this study the AHP method has been utilized for easing the decision making process of 
the top managers and to present them an objective view point. By this way, it has been aimed to provide the most 
suitable retail site location selection decision in accordance with the most agreed criteria in a more objective manner.   
3.2 Methodology  
With consideration of the type of the study, with the aid of AHP method that utilizes the both qualitative and 
quantitative research methods at the same time, a case study has been implemented. The implementation has been 
method has been used while selecting this company.  In addition to this, since the alternative areas are fairly low, it 
would be reasonably wise to reach critical results by measuring the differences among them. Three alternative site 
locations in different areas have been examined in the scope of the research for this company that was selected by 
Judicial sampling method. 
There have been face to face interviews with the top level co-ordinators and managers of the investigated company. 
Relevant planned visits have been made to the investigated company for observation and interviews. Face to Face 
interview technique has been realized to enable the implementation of AHP method and to define main criteria, sub-
criteria and dual comparison levels.  With the aid of Expert Choice11 package software program that is used for the 
Analysis of Multi Criteria Decision Making Problems, the available data has been analized, matrix compatibility rate 
and relevant weight importance levels has been calculated with the used comparison matrixes. There have been 
ascertaining suggestions and general results with assessing the resultant outputs of this study there is a wise decision 
support process for the most suitable retail selection problem in the Figure 1. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig 1. Decision Support Process 
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3.3 Research Model  
With consideration of the relevant studies in the literature, a generic AHP method for the selection of retail store site 
location problem has been used. Main criteria and sub criteria for this case were defined and a hierarchy line was 
 has been made.  
When considering the previous studies in the relevant literature, a hierarchical method has been formed in general for 
retail site store location selection problem with regard to basic criteria and sub-criteria for the subject and retail site 
 
With the review of the aforementioned model, the main criteria have been defined in compliance with the most 
suitable retail site location selection definition objective. The most convenient main criteria has been defined with 
regard to cost, competition conditions, traffic density, physical features for the stores and the location of  preferred site 
for most suitable retail site location selection.  Main criteria are also divided into sub-criteria in their integrity. In this 
regard, the cost main criteria (M) consists of rental value (M1), retail store furnishing cost (M2), and contracting time 
and conditions (M3). Competition main criteria (R), consists of competition power (R1), Numbers of competitors 
(R2), and Distance to Competitors (R3) sub criteria (variables).  
Traffic density main criteria (T) consists of; Vehicle Traffic (T1), and Passanger Traffic (T2) two sub criteria.  
Physical features main criteria (F) has been assessed with regard to ; Store Size (F1), Parking Facilities (F2), Visibility 
(F3), three sub criteria. Finally store location (Y) main criteria has been reviewed with regard to location of store, 
under; on the Main Street (Y1), in the Shopping Center (Y2), near to Business Centers (Y3), and near to Settlement 
Area and Social Residence Area (Y4), four sub criteria.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig 2. Research Model  AHP Hierarchical Structure 
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While forming main criteria and sub-criteria in this model, utilization has been made from the previous studies in the 
literature. Especially main criteria and sub-criteria has been approximated with regard to study of Timor M. & Sipahi 
S. et. al. made in 2005.   
The alternatives have been examined under three headings; these are the defined locations that the students are densely 
housing area business center.   
Basic aim of the study is to assess the most suitable store location selection problem under five main criteria and 15 
sub-criteria and to reach the most convenient store location objective with minimum cost , maximum customer 
 
3.4. Analysis and Findings  
As it is shown in the above paragraphs, in the selection problem of retail site store, it has been possible to make 
comparisons and calculations of AHP by forming hierarchy for critical main criteria and sub-
After forming a hierarchical structure, in accordance with the nature of AHP , main criteria and sub-criteria that take 
part in the hierarchy, has been compared with each other in sequential order.  
a and 
relevant weights (degree of importance) are found in the following matrix;      
 
Table 2: Comparison matrix for main criteria, degree of importance and compatibility rates 
Retail Site Store Location Selection Main Criteria Comparison Matrix  
Main Criteria Costs  Competition Conditions 
Traffic 
Density 
Physical 
Features 
Location of 
Store Degree of Importance 
Costs 1     1/3 1/4 3 2     0,107 
Competition Conditions  1     1 5 3 0,326 
Traffic Density   1     4 5 0,382 
Physical Features    1       0,061 
Location of Store     1     0,123 
        CR 0,05 
n Conditions, 12% Location of Store , 
10% Costs, and finally 6% Physical Features of the Stores. (Since the incompatibility ratio in comparison matrixes is 
generally <10%, the incompatibility ratio in this study could be found in acceptable level; e.g 0.05<0.10) 
After comparing the main criteria among themselves, each sub-criteria group (2nd level) has been compared in their 
own groups.   
Conditions  
 
 
Comparison Matrix for Sub  Criteria f  
 Rental Value 
Store Furnishing& Design 
Cost 
Store Contract Time and 
Conditions Degree of Importance 
Rental Value 1     5 3 0,627 
Store Furnishing& Design Cost  1      1/4 0,094 
Store Contract Time and Conditions      1     0,280 
   CR 0,08 
If this comparision matrix is analyzed in Expert Choice Software program, the most important sub-
main criteria is Rental Value with  63%, and other sub-criteria in sequential order are; 28% Store Contract Time and 
Conditions, 9% Store Furnishing& Design Cost. (Since the incompatibility ratio in comparison matrixes is generally 
<10%, the incompatibility ratio in this study could be found in acceptable level; e.g. 0.08<0.10). The following tables 
have been obtained as the results of analysis for degree of importance for sub-
main criteria.   
Table 4 : Comparison Matrix for Sub-Criteria for Competition Conditions  Main Criteria, Degree of Importance, Compatibility Ratio 
Comparison Matrix for Sub-Criteria for Competition Conditions   
 Power of Competitors Nos. of Competitors Distance to Competitors  Degree of Importance 
Power of Competitors 1     5 3 0,594 
Nos. of Competitors  1     1/4  0,157 
Distance to Competitors      1     0,249 
    CR 0,05 
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If the above tables are analyzed, one of the most important main criteria that is taken into consideration for retail site 
-
Conditio
Competitors, and  16% Nos. of Competitors.   (Since the incompatibility ratio in comparison matrixes is generally 
<10%, the incompatibility ratio in this study could be found in acceptable level; e.g 0.05<0.10) 
Table 5: Comparison Matrix for Traffic Density Main Criteria , Degree of Impportance and Compatibility Ratio 
Comparison Matrix for Sub-Criteria for Traffic Density Main Criteria 
 Vehicle Traffic Density Passanger Traffic Density Degree of Impportance 
Vehicle Traffic Density 1     1/5 0,167 
Passanger Traffic Density     1     0,833 
   CR 0,00 
Sub-criteria for one of the most important main criteria for retail site store location selection problem; 
 
If the above tables are analyzed, one of the most important main criteria that is taken into consideration in retail store 
site location selection problem is -
given in sequential order as; 17% Vehicle Traffic Density , 83% Passanger Traffic Density.  (Since the incompatibility 
ratio in comparison matrixes is generally <10%, the incompatibility ratio in this study could be found in acceptable 
level; e.g. 0.00<0.10). The following tables have been obtained as the results of the analysis of degree of importance 
for sub criteria for Physical Features main criteria.   
 
Table 6 : Comparison Matrix for sub criteria for Physical Features main criteria, Degree of Importance, and Compatibility Ratio 
 Comparison Matrix for Sub Criteria for Physical Features Main Criteria  
 Store Size Parking Facilities Visibility Degree of Importance 
Store Size 1     3 1/3 0,268 
Parking Facilities  1       0,117 
Visibility      1     0,614 
    CR 0,07 
If the above tables are analyzed, one of the most important main criteria that is taken into consideration for retail store 
site location selection problem is Physical Features. Sub criteria for Physical Features main criteria are given below in 
sequential order as; 26% Store Size, 12% Parking Facilities and 62% Visibility.  (Since the incompatibility ratio in 
comparison matrixes is generally <10%, the incompatibility ratio in this study could be found in acceptable level; e.g. 
0.07<0.10). Finally, the following tables have been obtained for the results of the analysis of degree of importance for 
 
Table 7  
Comparison Matrix for Sub Criteria for Store Location Main Criteria 
 On the Main Street 
In the Shopping 
Center 
Near to Business 
Centers 
Near to Densely Populated Settlement 
Areas& Social Residence Areas 
Degree of 
Importance 
On the Main Street 1     1 3 2     0,337 
In the Shopping Center  1     2 3 0,357 
Near to Business Centers   1      1/3 0,111 
Near to Densely Populated 
Settlement Areas& Social 
Residence Areas 
   1     0,194 
      CR 0,07 
If the above tables are analyzed, one of the most important main criteria that is taken into consideration for retail store 
site location selection problem is Physical Features. Sub criteria for Physical Features main criteria are given below in 
sequential order as; 36% In the Shopping Center, 33% On the Main Street, 19% Near to Densely Populated Settlement 
Areas& Social Residence Areas, and 11% Near to Business Centers (Since the incompatibility ratio in comparison 
matrixes is generally <10%, the incompatibility ratio in this study could be found in acceptable level; e.g.  0.07<0.10) 
After defining the weights (degree of importance) of the all decision criteria, 3 nominations of retail store site location 
sales points have been assessed with regard to existing main criteria and sub-criteria. The nominated retail sales points 
each main criteria and sub-criteria point of view in sequential order. As the result of the study Expert Choice package 
software program has given the following degree of importance.  According to these degree of importance, with regard 
to pre-determined criteria that is included in analysis and their comparison matrixes the biggest degree of importance 
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25% degree of importance and finally TOKI mass housing area with 19% degree of importance. The following table 
shows the program output results.   
When we apply the sensitivity (performance) analysis to this problem in Expert Choice software program, and the 
resultant following sensitivity (performance) analysis table output examined as a specific case Bosna Hersek 
settlement alternative has the comparative superiority comparing the other area store location alternatives with regard 
to main criteria of Traffic Density and due to sub criteria advantages of  excessive passenger density , located  on the 
main street , near to shopping centers and densely populated settlement areas.  Bosna Hersek settlement alternative has 
been the most important decision variable with regard to all kind of criteria.  In addition to this fact, Bosna Hersek has 
a peculiar importance since it has a densely populated area and relatively young and active population. This choice 
seems to be the best selection comparing the other alternatives.    
 
Fig 3: Sensitivity (Performance) Analysis 
4. Results and Comments   
One of the most important priority decisions that has to be taken by the marketing strategy planning managers on 
distribution strategies is, to select the right geographical area for marketing the product successfully and to make 
decisions in the later stage about the amount and diversity of the demanded products in the concerned segment of the 
market. The products are reached into hand of the costomers through various channels starting from the production 
point. The channels that serve transferring products from manufacturers to the consumers are called as marketing 
channels or distribution channels.   
Distribution channels are very important for marketing management in the sense that to provide the products to the 
customers in required time, on the right place and in suitable amount. 
In this regard, the retail site location selection subject has been regarded a highly critical decision making problem 
lection problem issue of managers 
is so important decision making that cannot be afforded for being decided by a single person. At this point the relevant 
managers should be defining the prioritized criteria on most convenient retail site selection problem with regard to 
characteristics of their own sector, market structure, business field, and company features.   
Those criteria had to require the group members to be facilitating their experience, knowledge and assessments and 
gaining benefits for presenting a broad view point to the AHP group decision making problem instead of individual 
decision making in this matter. Brain storming and mutual exchange of experience that is utilized in taking group 
decision, usually provides beneficial results for clear understanding and representation of the problem. This study is a 
of milk and dairy products as well as retail selling store sector. The aim of this study, to realize the most convenient 
retail store site location selection process in real life for taking a firm decision method by utilizing a mathematical 
model with qualitative and quantitative approach in the light of the relevant company manage
this regard, various visits of data collection have been made to the studied company for both defining the most 
important selection criteria and to enable the company making dual comparisons in the light of the defined criteria. 
The collected data in this study has been analyzed via Expert Choice 11 package software program, and relevant 
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comparisons have been realized for main criteria, sub-criteria and in the light of those criteria for alternative selection 
areas. As the result of this study, a research model structure of comprising 5 main criteria and 15 sub-criteria has been 
with sub-
 
While analyzing the degree of importance of those criteria, it is found that the most important main variable criteria 
are traffic density with 38% ratio, and 32% competition conditions. Dual comparison has been made for sub-criteria of 
main criteria the most important sub-criteria are rental value with 62% ratio and contract time and conditions with 
 
-
 
important sub-
 
While completing all assessments and analysis on dual comparisons of alternative store sites with consideration of the 
degree of importance of main criteria and relevant sub-criteria , the most convenient retail store site location among 
three alternative areas is found as Bosna Hersek mahallesi with 56% ratio.  Bosna Hersek mahallesi area is followed 
 
When assessing the abo
-criteria are 
 
With regard to above made assessment, the most important alternative is defined as Bosna Hersek area in where 
reasonably young people live in densely populated manner. When a generic analysis is made on the different areas, 
and competitors are  segregated  in  a single  tight area , constant customer potential  and being a fairly new settlement 
area. 
days and has densely populated settlement areas, income level reasonably higher than the other areas, However, due to 
existence of a serious competitor of Real M1 Shopping Center in that area with regular free customer service facilities, 
the other competitors are faced to great risk and inconveniences for this challenge.   
In the resulting part of the analysis of this study , the most important and  convenient alternative we find as Bosna 
Hersek Area, due to having both reasonably young and dense population and making very fast progress and big 
shopping centers in the area have limited capacity.   
Bosna Hersek Area at the same time, has a dense passanger traffic and consumption oriented young population.  On 
the other hand, the competitors are segregated on a certain tight area. While con
criteria, it has the encouraging and positive potential  on the profitability and  performance of the company  with 
regard to opening the most convenient store.    
With those findings, the validity of AHP method has been tested scientifically once more, by this way, the optimum 
retail site location selection issue has been assessed with a scientific approach for the companies that want to reach 
their customer with most healthy and quality products, on the right locations and want to catch ultimate profit 
objective with maximum customer satisfaction. Additionally, comparative superiority of the alternative store location 
areas have been defined.    
It has been aimed that with the result of this study; to present  valuable information into relevant literature  in the sense 
of  trial of a scientific method (AHP), and serving for the companies and sectors that seek to make the right decision 
for selecting the most convenient retail site locations among other alternatives in the light of the different criteria , to 
define virtual  priorities and to reach customers with right distribution channels to give them right services on the right 
locations.  
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